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(57) Abstract: A method is disclosed for 
devising on a computer a marketing plan 
for a particular product/service provided by 
a given entity. The method comprises the 
steps of defining one or more variables that 
are used to carry out the method, creating a 
series of charts for implementing a processing 
of analyzing the defined variables, and 
defining a product name, a time frame over 
which a process of analysis is carried out; 
and a geographic unit in which the product 
is marketed. The process of analysis (14) 
includes the steps of analyzing the size of 
the market for the particular product and 
forecasting the size of the market within the 
frame, identifying the major brands of the 
particular product within a given geographic 
unit and calculating the entire market for 
the particular product within the given 
geographic unit, determining the share of 
the entire market of the particular product 
marketed by the entity, setting goals as to 
the profit level of the particular product of the 
entity and monitoring the current profit level 
of the particular product with the profit level 
goals (28). 
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12 Market analysis and forecast: 

Establishing market size and forecast market 
trend: total market and by market segment. 



14 Market share analysis and forecast 

Establishing who arc the major brands and 
analyze their market shares. Forecast market 
development per brand and consumer segment. 



16 Financial analysis: 
Analysis of key financial indicators; 
comparison of financial indicators 
with company norm. Forecast 
profitability development. 
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If No: new objectives or 
exit the market (22). 



24 IF YES: DEVELOP MARKETING STRATEGY 
Development of a strategy for each element of the marketing mix. 
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Did we succeed in developing a marketing strategy that meets the predetermined sales and profit 
objectives? 
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YES: implement plan (40) 
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140 Financial Indicators 
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indicators and analysis of the 
product's financial performance. 
Comparison with company norm. 
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142 Competitive comparison 
of the financial performance of 
the product. 


148 Profitability projections 
at different sales levels and at 
different wholesale discount rates. 
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Cost and revenue items 
analysis per financial indicator. 



ISO Profitability comparison 
per geographic unit, consumer 
segment, product type and 
distribution channel 
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Financial goals 

per cost and revenue hem 

for the planning period. 



154 Financial goals 
summary 
per financial indicator 
for the planning period. 
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Profit and Loss 
Statement for the 
planning period. 
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158 Financial strategy 
summary by comparing 
the financial performance m 
the current year with the 
end of planning period. 
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160 Financial Monitor 

Comparison of actual and 
planned cost and revenue 
development during the 
planning year. 
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250 Price analysts: 

Establishing prioc levels; 

Forecasting average price development 

Setting sales objectives per price level 



252 Product specifications: 
Analysts of current products on the 
market; recommendation of product 
specifications per price level; setting 
target prices per price level. 



254 Prices per consumer segment 
Analysis of prices paid per consumer 
segment and brand. 
Establishing target prices per segment. 



— » 



— » 

«- 



210 

Finalizing product specifications and 
price setting per product type. 
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Study of consumers attitude to price. 
Revision of target prices per segment. 
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Analysis of market sales and average 
price per type of distribution.: per brand 
and consumer segment. 
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Market forecast per consumer 
and type of distribution. 
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Setting sales objectives per target 
segment and type of distribution. 



258 Final price strategy 

Revision of sales objectives per price 
level per brand; 

Establishing final price straTcgy. 
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Comparison of sales per product type 
and price level. 



260 Overview of price strategy 
over the planning period 



262 Price and sales development 
monitor 
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300 Distribution Channels 
7f Establishing distribution channels. 
Analyzing sales per type of channel. 
Calculating distribution indices. 



302 Brand sales 

analysis per type of 
distribution. 



304 Determining factors used be 
distributors for brand evaluation. 
Analysis of their importance per type 
of distribution 
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Forecast of number 
of outlets 
development 



308 Market forecast 

1. Analysts of market sales per 
consumer segment. 

2. Identification of possible new 
distribution channels. 

3. Market sales forecast per 
type of distribution and 
target consumer segment. 
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Setting distribution 
objectives: 

1. Market reach 
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3. Number of outlets 
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Sates comparison 
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Identification of promotion types 

used; entering promotional expenditures 

per brand and type. 

Analysis of types of promotion used per 
brand and geographic unit. 
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list of all types of promotions, their 
description and indication of their 
efficiency for the product category. 
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Promotion strategy development: 

1. Setting objectives 

2. Selecting types of promotion 

3. Determining budget 
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Promotional strategy overview: 

— per geographic unit. 

— per types of promotion 
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Measuring the effectiveness of 
the promotional campaigns and 
ranking of promotions. 
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SALES OBJECTIVE DEVELOPMENT PER PRODUCT TYPE 
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Fig. 121 

FINAL MARKET FORECAST 
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Fig. 12m 

MARKET DEVELOPMENT SUMMARY 
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Fig. 12r 



MARKET BREAKDOWN ACCORDING TO CONSUMER SEGMENT 
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Fig. 12a 

INITIAL SELECTION OF TARGET CONSUMER SEGMENT 
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Fig. 121 

MARKET OVERVIEW PER CONSUMER SEGMENT 
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Fig. 12u 

MARKET OVERVIEW PER SEGMENT AND GEOGRAPHIC UNIT 
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Fig. 13a 

BRAND SHARE DEVELOPMENT - FORECAST I 
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Fig. 13d 

WINNING AND LOSING BRANDS 
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STRONG AND WEAK GEOGRAPHIC UNITS 
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JMPTION PER CONSUMER SEGMENT 
Brand 


CoLl 


Year 


Year 




Consumers 


Avenge 
Consumption 


(00 


Sales 


Consumers 


Average 

Consumptio 
n 


(0 


Sales 




(000) 


% 


3) 


% 


(000) 


% 


00) 


% 


Segment I 


CoU 


Cot 
3 


Cot 4 


CotS 


Cnl* 












Segment n 






















Segment HI 






















TOTAL 




100 






100 | 


too 









69/97 

SUBSTITUTE SHEET (RULE 26) 



WO 01/18730 



PCTYUS00/24780 



Fig. 13i 
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SALES AND MARKET SHARE DEVELOPMENT 
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Fig. 131 

MARKET AND BAND SALES FORBCAST 
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Fig.l3n 

RANKING OF GEOGRAPHIC UNITS ACCORDING TO SALES 



Major Sales Growth 








Gttftcst 
Sales 


EOP Diflcrcooe 
Saks 


* Geographic Unto 








I.CoLI 


CoU 


COU 


OoL4 










7. 
















X 
















4. 

















EOP « End of Planning Period 



71/97 

SUBSTITUTE SHEET (RULE 26) 



WO 01/18730 



PCT/US00/24780 



Fig- 13o 

RANKING OF GEOGRAPHIC UNITS ACCORDING TO BRAND SHARE 
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Fig.l3p 

COMPARISON OF MARKET AND BRAND SALES GROWTH 
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Fig. 13r 

STRENGTH AND WEAKNESS ANALYSIS 
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Fig. 13s 

BRAND SALES MONITOR 
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SALES MONITOR PER CONSUMER SEGMENT 
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BRAND SALES AND OBJECTIVES PER CONSUMER SEGMENT 
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Fig-13x 

INITIAL SELECTION OF TARGET CONSUMER SEGMENT 
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Also in Dollars 
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Fig. 13aa 

SUMMARY OF SALES OBJECTIVES PBR TARGET SEGMENT 
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Fig. 13bb 

BRAND OWNERSHIP CONSUMER DURABLE GOODS 
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BRAND OWNERSHIP SHARE VS. MARKET SHARE ANALYSIS 
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Fig. 13dd 

OVERVIEW OF BRAND OWNERSHIP PER GEOGRAPHIC UNIT „ 
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Fig. 14a. 

KEY FINANCIAL INDICATORS ANALYSIS 
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Fig. I4c 

KEY FINANCIAL INDICATORS PER BRAND 
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These two charts are next to one another on the screen. 
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Fig.l4g 

P & L ANALYSIS AT DIFFERENT SALES LEVELS 
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Fig. 14h 

MARKET PROFITABILITY COMPARISON 
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Fig. I8p 

RANKING OF ADVERTISING EFFICIENCY 
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Fig. 19f 
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the claims: 
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□ contained in tbe international application in printed form. 

□ filed together with the international application in computer readable form. 

□ furnished subsequently to this Authority in written form. 
I - ! furnished subsequently to this Authority in computer readable form. 

international appUcation as filed has been fojnished. 
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International filing date 
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H* applicant is hereby notified that «he international search report has been established and is transmitted herewith. 

Where? Directly to the International Bureau of WIPO 
34, chemin des Coiombettes 
1211 Geneva 20, Switzerland 
Facsimile No.: (41-22)740.14.35 

For more detailed instructions, see the notes on the accompanying sheet. 

□ The applicant is hereby notified that no international search report will be established and that the declaration under 
Article 17(2)(a) to that effect is transmitted herewith. 

□ With regard to the protest against payment of (an) additional fee(s) under Rule 40.2, the applicant is notified that: 
n the protest together wi* the decision the^ 

L — ' ^Ucant's^st to forward the texts of both the protest and the decision thereon to the designated Offices. 
□ no decision has been made yet on the protest; the applicant will be notified as soon as a decision is made. 



4. Farther action(s): The applicant is rerriinded of the following: 
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completion of the technical preparations for international publication. 
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filed together with the international application in computer readable form. 

furnished subsequently to this Authority in written form. 
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international application as filed has been furnished. 

the statement that the information recorded in computer readable form is identical to the written sequence listing has 
been furnished. 

Certain claims were found unsearchable (See Box I). 

Unity of invention is lacking (See Box II). 
With regard to the title. 

1X1 the text is approved as submitted by the applicant. 

|~ S the text has been established by this Authority to read as follows: 

With regard to the abstract, 

1 1 the text is approved as submitted by the applicant. 
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Authority. 



□ 



□ 
□ 
□ 
□ 
□ 

□ 

□ 
□ 



The figure of the drawings to be published with the abstract is Figure No. 1 

[X] as suggested by the applicant. 

[^] because the applicant failed to suggest a figure. 

| | because this figure better characterizes the invention. 
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Form PCT/ISA/210 (first sheet) (July 1998) 



INTERNATIONA SEARCH REPORT 



^national application No. 
7US00/24780 
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The technical features mentioned in the abstract do not include a reference sign between parentheses (PCT Rule 8. 1(d)). 
NEW ABSTRACT 

A method is disclosesd, see Figure 1 , for devising on a computer a marketing plan for a particular product/service provided by 
a given entity. The method comprises steps of defining one or more variable that are used to carry out the method, creating a 
series of charts for implementing a processing of analyzing the defined variables, and defining a product name, a time frame over 
which a process of analysis is carried out; and a geographic unit in which the product is marketed. The process of analysis (14) 
includes the steps of analyzing the size of the market for the particular product and forecasting the size of the market within the 
frame, identifying the major brands of the particular product within a given geographic unit and calculating the entire market for 
the particular product within the given geographic unit, determining the share of the entire market of the particular product 
marketed by the entity, setting goals as to the profit level of the particular product of the entity and monitoring the current profit 
level of the particular product with the profit level goals (28). 
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